SHOULD A FI RE DEPARTMENT MARKET TO | TS GOVERNI NG BODY?

Executive Devel opment Course

BY: Janes L. Christiansen
Fresno City Fire Departnment
Fresno, California

An applied research project submtted to the Nati onal
Fire Acadeny as part of the Executive Fire Oficer
Program

Oct ober 1997



ABSTRACT

The fire fighters of the Fresno City Fire Department, in
Fresno California, have been suffering fromlow norale for the
past several years. The cause of this denoralized condition
has arisen from several years of budget reductions which have
left the work force with a feeling of hopel essness and
despair.

The purpose of this research project was to explore the
concept of devel oping and inplenmenting a marketing program
directed towards a fire departnent's governing body, such as a
city council

The research undertaken for this project included various
concl usi ons and opinions from both private and public sector
experts and professionals. Historical and action research
met hodol ogy was enpl oyed as a neans to answer the four
foll owi ng questions:

1. Are there conpelling reasons for marketing a fire
departnment's services?

2. Should the fire service participate in the political
arena?
3. VWhat strategies are available to market to a target

audi ence such as a governi ng body?

4. What are the steps to witing an effective marketing
pl an?

The findings of the research concluded that fire



departnments should be involved with marketing their
departnments. Accordingly, the research revealed that fire
departnments should al so be involved in the political arena but
for reasons different fromthe past.

Research conpil ed al so provided three strategies
avai l abl e for marketing a target group: Undifferentiated,
Differentiated, and Concentrated. The Concentrated strategy
was recommended for the purposes of this project.

An eight-step process was identified fromthe literature
to answer the question of what steps were necessary to writing
an effective marketing pl an.

Based upon the literature researched, the follow ng

recommendati ons are sunmmari zed and proposed as a result of

this study:
1. Fire departnents should devel op and inplenent a
mar keti ng program for their departnents as a neans
to attenmpt to obtain nore consideration at budget

al l ocation tine.
2. Fire officials should be participating in the
political arena for the purposes of betterment of the
organi zation and the services provided.
The literature reviewed was inconclusive as to whether or

not a fire departnent should devel op a marketing plan directed

at a governing body such as a city council.
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| NTRODUCTI ON

The Fresno City Fire Department has been pl agued by | ow
enpl oyee norale for the past several years. This behaviora
phenonmenon has occurred, for the nost part, fromthe downward
spiraling trend of the departnent's operating budget. Fire
fighters typically | ove their chosen careers in the fire
service and take steps to covet the tradition and status quo.

When consi derabl e changes are i nposed that chall enge
traditional practices, trouble |ies ahead.

Enmpl oyees of the Fresno City Fire Department feel a sense
of hopel essness and belief that the best days of the fire
service are clearly behind them They express their future as
bei ng one of uncertainty. The results of this fact have
mani fested itself in decreased enpl oyee productivity, a | oss
of enpl oyee enthusiasm and creativity, feelings of frustration
and hopel essness about their careers and the departnent, and
feelings that fire admnistration is not taking active steps
to | ead the departnent in a positive direction. The latter
i ssue causes exhaustive work for fire adm nistration personnel
t hrough problem solving efforts and responses to enpl oyee
conpl ai nts and grievances.

The purpose of this research was to devel op a narketing

pl an that was directed at marketing the services of the Fresno



City Fire Departnment to the Mayor and Fresno City Counci
Members. The objective of the plan would be to enhance the
consideration for nore financial resources at budget
al l ocation tine thereby addressing the stated departnent
pr obl em

Action research nethodol ogy was used to answer the
foll ow ng questi ons:

1. Are there conmpelling reasons for marketing a fire
departnent's services?

2. Shoul d the fire service participate in the political
arena?

3. What strategies are available to market to a target

audi ence?

4. What are the steps to witing an effective marketing
pl an?

BACKGROUND AND SI GNI FI CANCE

The City of Fresno is located in the central region of
California. The city is 324 feet above sea level, primrily
flat, arid, and exceptionally well suited for agricultural
operations. Fresno is about m dway between two of
California's nore well known cities: Los Angel es and San
Franci sco. The city is approximately 100 square mles in
size, and boasts a popul ation of 404, 000.

In 1976, the voters of California sent a strong nessage



via the ballot box to the Legislature and those charged with
the responsibility of managi ng governnent. This "will of the
voters" was known in California as Proposition 13.

Proposition 13, in essence, |imted the anmount of property
taxes that could be collected to 1% of the assessed val uati on.
The inpact of this measure has severely restricted the
funding to state and | ocal governnents, which resulted in
consi derabl e reducti ons in government operations.

Soon after the passage of Proposition 13 the effects were
being felt at the | ocal governnment level. It was common
practice for several years during the budget process for fire
adm ni stration personnel at Fresno City Fire Departnent to
submt three separate budgets. The budgets submtted
contained three different percentage reduction proposals: one
was a 2-1/2 percent reduction, one was a 5 percent reduction,
and one was a 7-1/2 percent reduction. It was not determ ned
until near the end of the budget process which budget
reducti on proposal would be inposed on the departnent.

After twenty years of unrelenting budget reductions the
departnment's norale spiraled into near despair. Fire
personnel had w tnessed the |loss of the airport fire
protection to a public safety group, fire inspectors were

converted into "civilian" positions, dispatching services were



taken fromthe fire departnent and given to the police
departnment, the departnment's twenty-year-old paramedi c program
was elimnated along with 19 fire fighting positions, and five
chief officer positions were renoved fromthe departnent's

| i neup. Career advancenent is gloony, and any chance for

sel f-actualization seens al nost unattai nabl e.

The current trend in government spending is for
additional police officers. This is not a local issue, but,
rat her one that spans nost of the country. Crine rates have
been climbing nationwi de for the past several years and people
want sonet hi ng done about it. Hence, a greater governnental
conmmtnment to | aw enforcenent. The nost recent exanple is
President Clinton's Federal Anti-Crinme bill.

The fact that nore resources are being directed to | aw
enf orcenent creates an additional strain on the already
limted general fund budgets. Many fire departments currently
feel their budgets are being reduced just to free resources to
support the addition of nore police officers. Wether this is
true or not was not the subject of discussion. However, this
i ssue created an additional concern which assisted in
furthering | ow norale.

Numer ous research papers have been subnmtted to the

Nati onal Fire Acadeny's Learning Resource Center recomendi ng



fire departnments inplenment some type of marketing plan. The
conmmon belief is that these types of programs will increase a
fire department's chance at nore favorable budgets. A

consi derabl e number of articles have been published in trade
journal s discussing the same subject. Most, however, focus on
public education and public relations through school prograns
and simlar venues. It is not widely known how successf ul

t hese prograns have been.

A serious question nust be asked in regards to who

approves the allocations to any given fire departnment budget.
Is it the public, or is it the | ocal governing body such as a
City Council or Board of Supervisors? This research paper
expl ored devel oping a marketing plan for a different custoner:
The Mayor and City Council (or a simlar governing body). It
provi des research information on how a fire departnent can
devel op a marketing programto address this group that is many
times ignored in a marketing plan.

This report fulfills the requirements to an applied
research project for the Executive Devel opnment course of the
Nati onal Fire Acadeny's Executive Fire Oficer Program This
project is an application of Unit 8 Marketing in the Public
Sect or. LI TERATURE REVI EW

A relevant literature review was conducted for this
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project with the primary objective of seeking to support or
abandon the need for marketing a fire departnment's services.

A secondary objective was to explore marketing to a governing
body. The literature reviewed spanned a broad range of
authors from varied disciplines.
Mar ket i ng Defined

Marketing is defined by one set of authors as a set of
activities ained at facilitating and expediting exchanges. It
entails:

Gat hering information about the environnment

Fi ndi ng out what benefits or wants people desire the
organi zation to deliver

Setting marketing objectives

Deci di ng exactly which wants, and which sections of the
conmunity possessing those wants, it is going to serve

Devel opi ng and i nplenenting the appropriate m x of
mar ket i ng activities

Eval uating marketing efforts
Adherence to the above marketing concept is inplicit in the
definition of marketing (Cronpton/Lanb, 1986).

One m ght say, then, that marketing defined by the
authors can sinply be defined as determ ning the wants of the
organi zation, setting goals and objectives to obtain the
desired wants, identifying who has what is wanted, devel oping

and inplenmenting a few different marketing plans to attenpt to
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get what is wanted fromthose who have it, and to evaluate the
results of the activities performed.

Conpel i ng Need For Marketing

"Every norning in Africa, a gazelle wakes up. It knows

it must run faster than the fastest lion or it will be killed.

Every norning a |ion wakes up. It knows it nust outrun the
sl owest gazelle or it will starve to death. It doesn't matter
whet her you are a lion or a gazelle: Wen the sun cones up,
you'd better be running (Magrath, 1992)."

VWhen used as an anal ogy, the above captioned quotation
makes two significant points regarding today's survival in the
mar ket pl ace: W better be nmoving, and we better being noving
faster than our nearest conpetitors.

As one further exam nes the captioned quotation another
gquestion surfaces in the mnds of fire officials: Are fire
departnments a business? O, is it inportant for fire
officials to think as managers of businesses in the
conpetitive marketplace? |In nunerous managenment seni nars held
over the past several years, fire service |eaders are
persuaded to think of their professions as a business
(Col eman, 1988).

In the | east conplex term a fire departnment is a service

business. Fire departnments operate a very expensive service
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with the spiraling cost of providing staffing, acquiring
expensive and highly technical fire apparatus and associ at ed
equi pnment, managing the increasing cost of liability and
wor ker's conpensation protection, etc. All the sane things a
busi ness of simlar conditions would be faced with (Col eman,
1988).

If a fire departnment is considered a business, then,
mar ket i ng of that business should be a typical function of the
fire departnment. |In the private sector, many busi nesses have
failed by not putting marketing at the center of their
uni verse, where it should be (Herber, 1996).

The Aurora, Colorado fire departnment enbarked upon a
mar keti ng program after experiencing the effects of the budget
axe. Morale of departnent nmenbers was | ow, and even though
adm ni stration had nade marketing attenpts with their limted
resources, departnent nenbers decided to take matters into
their own hands and the results have been nore than anyone
expected (Toth, 1989).

The Aurora plan began with the devel opnent of a public
relations conmttee using existing fire fighters as commttee
menbers. The first goal of the commttee was to increase
public awareness and pride in the Aurora fire departnent.

After a user study was conducted the conmttee | earned through
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a study that there was a 98 percent satisfaction rate anong
the 10 percent of the city's population that had used their
services. The commttee desired to reach the other 90 percent
of the city and instill in them equal satisfaction

After a $12,000 commitnent fromthe fire fighter's union,
a professionally produced audi o/ vi sual program was devel oped.

Fire fighters were trained in public speaking and how to
deliver the program Menbers were also trained on howto
field questions fromthe audience.

In all, 150 hours were applied to devel opnment of the
audi o/ vi sual program and an additional 250 hours were
expended by the public relations conmttee. 1In the final
anal ysis, the response fromthe public far exceeded al
expectati ons
(Toth, 1989). Now, when asked what the departnment can do for
the citizens, the response fromthe public is, "Wat can we do
for you?"

A sim|lar success story can be found in Kenner,

Loui siana. In 1988, a progressive public relations program
was i nplenented. Since then, the department has received two
tax increases to run the departnent, and in two separate
public opinion polls the departnment rated a 95% approval

rating, the highest of the city departnments (Zito, 1994).
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Many fire departnents may have become conpl acent and are
resting on their past successes of reputation. This is a
dangerous practice. Even though it is logical to believe that
it takes a long tine to build a good reputation for service,
that reputation can be lost if superior service is not
mai nt ai ned. Remenber, bad news al ways travels fast (Lash,
1989).

To return to the captioned anal ogy about the gazelle and
the lion, marketing is an essential and ongoing process. The
job is never done and organizations nust not rest on their
laurels after realizing some forms of success. Organizations
must consistently come up with new i deas, not just a new
version of a dog and pony show. The only way this "business"
will survive through the 1990's is by considerable marketing
i nvol vement, which includes everyone in the organization --
not just managenment (MQueen, 1989).

Fire Service Involvenent In The Political Arena

The taxpayer revolt that swept the country in the 1980's
appears to be stronger than ever, even though the nation's
econony i s show ng continued signs of steady growth with | ow
inflation (Bruno, 1994). In California, for exanple, ballot
propositions continue to be introduced that will further place

controls on governnent spending. The |atest proposition



15
passed by the voters in Novenber 1996, Proposition 218,
restricted governnent's use of fees and special districts by
the need for a two-thirds voter approval before adoption.

The time is long overdue for fire | eadership to speak out
and tell the public that tax and spending |limts endanger
their lives and property. Understaffed fire departnents are a
menace to everyone's health and safety -- fire fighters as
well as the citizens they are supposed to protect (Bruno,
1994).

However, if past performance is any indication, the fire
service will stand by in silence and be forced to absorb
budget cuts that will further reduce fire fighting staffing
and rel ated prograns.

Through the history of the United States strong ties have
exi sted between the fire service and politicians. For
exanmpl e, some of the founding fathers, such as George
Washi ngton, Thomas Jefferson, and Ben Franklin were associ ated
with volunteer fire conpanies. For nore than 100 years,
politics and the fire service were aligned nore than one m ght
expect.

For the past sixty years, however, nost political
activity of the fire service has been directed toward the

"politics of enployee benefits.” This type of political
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activity has been characterized by the efforts of the fire
service to obtain legislative support to protect the interests
of the fire fighters and their dependents through better
pensi on plans and job-related injury conpensation protection
(Col eman, 1990). Little political work has been done to
protect the core functions of a fire departnment.

Because one rarely hears of any "good" politics, nost
fire chiefs shy away from politics because of the inherent
dangers to their career life. Politics can be seen as just
too risky for many. And one should be cautious, after all,
how many people what to end their job before they are ready to
| eave?

According to Chief Ronny Coleman, "the term'politics
and '"the fire service' are not an inherently evil conbination.

Politics is nothing nore than influence: people working with

peopl e (Col eman, 1990, p.16)." Col eman further goes on to
state that politics is nerely a business of relationships.

The reality of politics is that the people one knows are
the people that will help solve one's probl ens.
Unfortunately, the fire service still does not fully
understand the inportance of politics. And in nost cases, the
fire service has not established effective working

relationships with political offices at the |ocal |evel
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(Col eman, 1990).

Today, fire fighters can offer nuch insight into the
probl ens that face our communities and our nation. Wenever
there is a crisis, who do people still look to for hel p? The
fire service, because of its ability to handle difficult
tasks. No organization in the history of the world has shown
nore resilience and weat hered chall enges and adversity nore
than the fire service (Herber, 1996).

Leadershi p, planning, financial nanagenent and
organi zational abilities are gained at the firehouse |evel and
could be shared with the political community and conmmunity
| eaders. There is today, nore than ever, the need for the
fire service to | ook beyond the firehouse walls and begin to
participate in the community and the political process to
bring about effective change in the fire service
(Christiansen, 1991). Marketing Strategies

It has been said that, "If you don't know where you are
going, any road will take you there.” The inplication is that
a business or organization first needs to decide what it wants
to acconplish. Next, it nust consider carefully which path,
in terns of strategies and progranms, it should follow to
achieve its desired ends (Hennessey/ Kopp, 1986).

For the purposes of this research, a target market of a
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governi ng body was selected. Selecting a target market is a
deci sion that influences and often directly determ nes all of
t he ensuing decisions regarding types of services or prograns
that will be initiated. Once a target market has been
sel ected, everything the organi zati on does nmust be tailored to
the wants of the people in these groups.

There are three strategi es avail able once a target market
has been selected. They are: Undifferentiated,
Differentiated, and Concentrated.

The Undifferentiated strategy is a single marketing m x
that is devel oped and offered to all of the client groups. A
policy emerges after a review of differences anong the target
groups in which a conclusion is reached that the comopn needs
of the groups are greater than the variations identified.

This approach is only effective when the majority of the
target market has conmmon service needs.

Often, this strategy energes by default because of a
failure to consider the advantages of target marketing rather
than an anal ytical response to a market group. This approach
is also frequently used because of the cost econom es, which
creates a sterile, unimaginative service that has little
appeal to anyone.

The Differentiated strategy devel ops a range of marketing
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m xes, each tailored to a particular target market. This
strategy enabl es an agency to adapt its services to the wants
of each selected client group. A Differentiated strategy is
likely to be particularly appropriate for those service areas
that are relatively discretionary, since wants and desires in
t hese areas may be diverse.

In many respects it is easier to develop services for
specific target markets than for a clientele as a whole. By
definition, individuals within a single client group are nore
honogeneous. Hence, their wants are relatively uniform and
nore easily identifiable.

By following the Differentiated strategy an agency hopes
to attain greater inpact on each target market. Such an
approach tends to elicit greater support and |oyalty because
offerings are tailored to each target group's desires.

Al t hough a nore effective strategy, it is also a nore costly
endeavor.

If a fire agency | acks sufficient resources to develop a
Differentiated strategy, then it nmay elect to pursue a
Concentrated strategy. This neans efforts are only focused on
one or two client groups, which are deenmed the nost inportant
or the nost responsive. |In the case of this research, one

body, the elected or appointed body having discretionary
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resources, would be the nost inportant and nost responsive.

Exanpl es of a concentrated nmarketing strategy are
particul arly abundant anong governnental prograns offered at
the federal level. Some notable exanples are: antipoverty
programs, Manpower, Moddel Cities, infant care projects, hot
nmeal s for seniors, etc. These progranms require resources to
be concentrated on specifically delineated market targets.

Sel ecting a strategy choice anong Undi fferenti ated,
Differentiated, or Concentrated nay be decided on the basis of
whet her the dom nant criterion is effectiveness, efficiency,
or equity. The Concentrated strategy is |likely to be the nost
effective, although it is the |least efficient. The
Undi fferenti ated enphasi zes efficiency as opposed to
ef fectiveness, and the Differentiated seeks the best of both
wor | ds.

As a general rule, efficiency is achieved via broad
scope, and effectiveness is achieved via differentiation. The
nore differentiated the approach across segnents, the nore
effectiveness will be achieved at the expense of efficiency.
Conversely, the less differentiated the approach, the nore
efficiency will be achieved at the expense of effectiveness
(Cronpt on/ Lanb, 1986) .

Witing An Effective Marketing Pl an
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A marketing plan is a witten docunent detailing a
product or service's marketing and financial objectives and
recommendi ng progranms and strategies for achieving those
obj ectives. Marketing plans nmay be witten for a single
product or service, or |line of products and services, for
specific custonmer nmarkets or geographic areas, or for an
entire business unit (Hennessey/ Kopp, 1986).

The term marketing plan nmay easily be m sunderstood wth
the term business plan. By strict definition, a business plan
is a larger and nore conprehensive planni ng docunent.

Busi ness plans typically spend nore tine addressing topics
that are non-marketing in nature. As a general rule, the

mar keting plan is a separate docunent even though there nay be
a significant overlap between business and marketing pl ans.

A marketing plan will need to include both objectives and
tactics necessary for programdirection. Objectives clarify
the direction to take in reaching the goal by defining targets
or benchmarks along the path to attainment. Tactics are
specific actions taken by the nmarketer to achieve the
obj ectives. These actions are selected to be consistent with
the strategy devel oped (Bell, 1982).

One nust understand before beginning that devel oping a

mar keting plan requires a great deal of time and effort. It
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is not for those who have little time to work on | ong-range

projects that require considerable focus and comm t nent.

There are eight steps that should be covered in witing
the marketing plan. They are:

1. Conpl etion of a situation analysis. A situation

analysis is an internal evaluation process that will reveal
the fire departnent's current position relative to avail able
mar ket areas, products, costs, conpetition, and technology. A

situation analysis should answer the question, "Were do we

stand now?"

2. Compl etion of a trend analysis. A trend analysis
wll identify future conditions in the same areas addressed in
the situation analysis. The trend analysis will identify

forecasts and assunptions, opportunities and threats, and
potential strategic surprises. The trend analysis should
answer the question, "What will the future be |ike for our

depart nment ?" 3. | denti fying broad strategies. Broad

strategi es should be devel oped to respond to both
opportunities and threats. Broad strategies identify where
t he marketing plan is heading.

4, Devel opi ng an action plan. The action plan is the

tactical plan that realizes the strategies identified in step
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3. The action plan tells how the organi zation will get there.

5. Assi gnnment of responsibilities. The assignnent of

responsibilities identifies who is going to do what and by
what date it is to be conpleted. It is the assignhnment of
personal responsibilities and deadli nes.

6. Preparation of a financial plan. The financial plan

is a budget that identifies the costs and what the costs
cover.

7. Monitoring of the program Monitoring of the

program i ncl udes collection and analysis of all business data

required to nonitor the strategies and actions chosen.

8. Revisions in strategies and actions. A revision of
the strategies and actions will identify if the plan is not on
course or if changes in conditions have occurred. If wll

identify what changes, if any, need to be made.

The marketing plan is known in the private sector as "the
keyst one of business planning (Rausch, 1982)." It is deened
to be an essential portion of the overall business strategy.
Fire officers would also do well in adopting such a plan and
integrating it into its business plan.

PROCEDURES

Research Met hodol ogy

The desired outcone of this research was to determne if
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there were conpelling reasons for a fire departnment to

consi der enbarking upon a marketing programdirected towards
their governing body. The research was historical in that a
literature review was conducted to anal yze existing opinions
and conclusions as to the effectiveness of marketing a fire
departnment's services. The data gathered was based on both
private sector and fire departnment case studies, experience,
and advice of fire officials and authors of available printed
materi al s.

The research was action research in that the information
gat hered through historical research was applied to the
actual, real-world situations and decision practices that fire
officials routinely use. Data was gathered fromthe full
spectrum of business and fire departnent literature avail able
at the Learning Resource Center, National Fire Acadeny. The
literature was witten by American managenent, business, and
fire department professionals relative to the subject
researched, and, therefore, provided a reasonabl e degree of
accuracy. The conpilation of data was anal yzed and used as a
basis to fornul ate recommendati ons as outlined in the
respective section of this docunent.

Assunmptions and Lintations

Assuned: Only know edgeabl e individuals experienced in
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the subjects of marketing, business, and governnent
adm ni stration were the authors of the witten materials that
were used in the research, and that these sanme individuals
wer e honest and unbiased in their research and opi ni ons.

Limtations: The research materials analyzed were not

necessarily representative of all nembers of the Anerican
busi ness, marketing, and fire service since a survey

instrunment was not used in the research

RESULTS

At the outset of this research project four specific
research questions were identified. The follow ng answers to
the identified questions were devel oped as a result of the
research conpleted and are presented in turn

1. Are there conpelling reasons for marketing a fire
departnment's services?

Wt hout exception, in the private sector, a marketing
plan is an essential element to the overall business strategy.
The sinplest explanation for its prom nent position is
because of the basic business belief that "nothing happens
until a sale is made." Businesses also believe that w thout a
product or service to nerchandi se, a business has no reason to
exi st (Rausch, 1982). Al t hough not as profound in the fire

service, contenporary fire officials believe that marketing of
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services should also be part of the departnent's strategy and
incorporated into their business plan. Fire officials of

today see marketing as an essential tool for survival in a

hi ghly conpetitive market of |imted resources.
2. Should a fire departnent participate in the
political arena?

Thr oughout the history of the fire service in the United
States strong ties have existed between the fire service and
the political policy makers. Unfortunately, nost of the work
in the political arena for the past sixty years has been
focused on the politics of enpl oyee benefits. Today, fire
of ficials believe
it is necessary to be integrated into the political process to
bri ng about effective change for organizational and public
safety reasons.

3. What strategies are available to market to a target
audi ence?

There are three recogni zed strategi es avail able once a
target market has been selected. The three are the
Undifferentiated, the Differentiated, and the Concentrated.
The Concentrated strategy is recomended for sel ected target
mar kets such as a governing body sinply because it is
determ ned to be nore effective because of its focus.

Al t hough the Undifferentiated and the Differentiated are
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optional strategies, neither are as effective as the
Concentrated nodel for fire service purposes.

4. What are the steps to witing an effective marketing
pl an?

There are eight recognized steps to witing a marketing
pl an

that were identified in the literature review. They are:

1) Conpl eting a situational analysis (Where do we

st and now?)

2) Conpl eting a trend analysis (What will the
future be I'i ke for our service?)

3) | dentifying broad strategies (Where should we be

headi ng?)

4) Devel opi ng an action plan (How can we get
t here?)

5) Assi gnment of responsibilities (Wo is going to
do it, and when?)

6) Preparation of a financial plan (How much w ||
it cost and what do these costs cover?)

7) Monitoring of the program (What are the
resul ts?)

8) Revi sions in the strategies and actions (\What
changes need to be nade?)

Bui l ding a marketing plan that follows these eight steps
will lead a fire department through the |ogical process of

devel opi ng a successful marketing program
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DI SCUSSI ON

For the past several years fire departnents have
struggled with reductions in allocations of financial
resources. Departnents have faced everything from staffing
reductions to entire progranms being elimnated. Essenti al
mai nt enance i s being deferred for both apparatus and
equi pnent, and the future does not appear to be show ng any
signs of letting up. AlIl the while this is occurring police
departnments seemto be getting everything fire departnents are
|l osing -- staffing, progranms, equipnent, etc.

Fire officials have been saying for the past few years
that fire departments need to be marketing their services to
the community. They have identified marketing as a neans of
survival for the future. Many fire departnents have taken
heed and have enbarked on devel opi ng a program
Unfortunately, there was little found in the literature review
t hat quantified how successful these ventures have been, if at
al |

This research project explored the possibility of
marketing a fire departnent to a governing body such as a city
council. The research material consistently encouraged fire
departnments to begin a marketing program as soon as it can be

acconpl i shed, but the program proposals researched identified
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mar keting the services to the citizens only. Research could
not be found on marketing to a governing body.

Refl ecting on the research materials, there is no
guestion as to the inportance of marketing a fire departnent.
The question arises, though, about who a departnent nmarkets
to. If afire departnment is marketing for the purpose of
obtaining a greater allocation of funding at budget tinme, then
who has control of the allocations? 1Is it the public we
serve, or is it our respective governing bodies? It is our
governi ng bodi es.

Certainly, our citizens play a role in influencing our
governing officials, but to what degree? How nany citizens
w |l pack a council meeting and stand at the podium and tel
their elected officials to spend nore of their tax dollars on
their fire departnment? One nust be realistic, it is not that
people do not care, it is just that people are too busy these
days to take any nore tine fromtheir day or evening to attend
a neeting. The only exceptions to this case nay be in very
smal | conmuni ties.

The inmplications for not nmarketing will enable nore of
the status quo, or worse yet, further reductions. The
inplication for initiating a marketing program has the

potential for effecting positive change. The inplication for
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mar keting to a governing body has the potential to effect,

possi bly, even a greater positive change.

RECOMVENDATI ONS

The results of the analysis of the literature revi ewed
for this research project supported conclusively that fire
departnments shoul d enmbark upon a marketing program Further
the literature reviewed also recommended that fire officials
participate in the political arena for the purposes of
inproving the fire service for their conmmunities rather than
just for enployee benefits. Based on the foregoing, the
following is recommended as a product of this research:

1. Fire departnents should devel op a marketing program

that is directed to both their citizens and their

governing body if their objective is to increase

budget all ocati ons.

2. Fire officials should participate in the political

arena to bring about effective change to better their

respective organi zations and provide a better public
service.
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